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ABSTRACT
Due to the high costs associated with hosting major sporting events it is necessary
from an event organizer’s perspective to design marketing strategies that aim to
maximize the number of spectators in attendance. Previous research has shown that
identification with the sport subculture, leisure and fan motives act as strong predictors of
attendance at sporting events. The purpose of the study was to examine the existence of
and relationship between these constructs at a one-time medium sized track and field
event. Results indicate a number of valuable preliminary theoretical and practical
insights into the understanding of sport consumer motives at special events. The key
findings that are unique to special events and warrant future research include the strong
relationship between identification with the sport subculture and motivation, the possible
presence of a gender threshold effect, and the influence of a host destination’s sport
history and tradition.
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CHAPTER I
INTRODUCTION
Cities often compete fiercely to host sporting events, such as the Olympic Games
or the World Cup of Soccer. The primary reasons for this are the economic and tourism
benefits believed to arise from hosting such sporting events. A prerequisite for increasing
travel to a destination is the creation o f tourist awareness and destination salience (Green,
Costa, & Fitzgerald, 2003). Thus, potential tourists must be convinced of the
attractiveness o f a destination and its ability to meet their particular needs. For those
destinations that do not already possess salience in the minds of tourists, hosting a major
sporting event provides a destination with an opportunity to attract the attention of a large
number of people (Green et al.). Thus, the incorporation of sporting events into a
destination’s tourism marketing mix can serve a dual purpose. First, they can increase the
number of visitors to the host destination during event time by attracting participants and
spectators from outside of the host location (Chalip, Green, & Hill, 2003). Second,
positive tourism exposure can occur, albeit limited, for the host destination through media
coverage of an event (Chalip et al.).
Due to the high costs associated with hosting major sporting events it is necessary
from an event organizer’s perspective to design marketing strategies that aim to
maximize the number of spectators, independent of their home location. While economic
impact studies focus on visitor spending in the host city (e.g., Chalip & Leyns, 2002;
Chalip & McGuirty, 2004; Putsis, 1998), a consumer behaviour approach requires a focus
on both, locals and visitors and an investigation into the existence of differences between
the two groups. Two major aspects o f consumer behaviour that are important in
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determining attendance are subcultural identification and motivation (Green, 2001;
Wann, Melnick, Russell, & Pease, 2001). As a group of sport spectators is comprised of
both sport fans and non-sport fans, it follows that the study of motivation is best
conducted with a distinction between the reasons why these two groups attend. In
general, leisure motivation can be thought of as an important reason why non-sport fans
choose to attend a sporting event (Wann, 1995). Similarly, fan and leisure motivation can
be utilized to determine the reasons behind sport fans’ attendance at a sporting event. An
understanding of subcultural identification, leisure motivation and fan motivation can be
valuable for a number o f reasons, including the effective design of advertising campaign
content, event design elements, and securing sponsorships (Funk, Mahony, Nakazawa, &
Hirakawa, 2001). Further, an understanding of these constructs within a sporting event
context can aid destinations seeking to change or enhance their image (Chalip et al.,
2003).
A review of literature reveals that a number of significant gaps exist in terms of
understanding subcultural identification, leisure motivation and fan motivation. While
subcultural identification has received the attention of researchers in terms of
participation in a particular sport, little research has examined the existence of subcultural
identification at a sporting event from a spectator perspective (Green, 2001). Although
event attendance has been measured in numerous settings (e.g., Kim & Chalip, 2004;
Mahony, Nakazawa, Funk, James & Gladden, 2002; Robinson, Trail, Dick, & Gillentine,
2005; Trail, Fink, & Anderson, 2003), research has yet to be conducted involving an
examination of leisure and fan motives at one-time medium sized track and field events.

2
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Also, the influence that demographics, psychographics, and subcultural identification
have upon leisure and fan motivation has yet to be examined.
The main purpose of the study is to examine the existence of and relationship
between these constructs at a one-time medium sized track and field event (i.e., the 2005
Pan American Junior Athletics Championships). More specifically, the relationship
between demographics, psychographics, subcultural identification, and leisure and fan
motivation will be examined. The following sections will provide a review of the relevant
literature concerning subcultural identification, leisure motivation, fan motivation and
related demographic and psychographic variables.

3
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CHAPTER II
REVIEW OF LITERATURE
Subcultural Identification
Sport has become a significant part of everyday life for many people. It is
common for many families to arrange their schedules around family members’
involvement in or spectating of sport events (Coakley, 2004). For example, devoted
windsurfers have been described as allowing windsurfing to determine their leisure time
and work schedule, their type of career and their place of residence (Wheaton, 2000).
This commitment to sport is a major characteristic of subculture involvement and it is
reasonable to expect that it acts as a catalyst in the development of subcultures unique to
each sport (Donnelly & Young, 1988). A subculture can be thought of as a subgroup of
society composed of individuals that come together to share in a common element such
as a sport, a brand or consumption activity in a particular manner (Donnelly & Young;
Schouten & McAlexander, 1995).
Participation in sport subcultures can occur in either a direct or indirect manner.
Direct participation in a sport subculture involves an active pursuit such as physical
participation in the sport, while indirect participation involves a more passive approach
such as “viewing (e.g., live or televised sport), reading (e.g., about the sport,
sportspersons, equipment, events), discussing with others, and purchasing products”
(Green, 2001, p. 4). Becoming a member of a certain subculture involves the adoption of
a specific subcultural identity (Donnelly & Young, 1988). This occurs in a number of
ways, most significantly through the practice of modeling, whereby new members

4
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emulate the behaviours of established subculture members, such as their attitudes,
clothing style and speech (Donnelly & Young).
A determinant of attempted entrance into a sport subculture is the level of
identification that one possesses relative to the given sport. Shamir (1992) defined
identification as a “feeling of ‘oneness’ with the object of identification or as self
definition in terms of that object” (p. 301). Further, identity can be described as having
two elements, namely self-identity and social identity. Self-identity refers to the degree
to which an individual has incorporated the subculture into his or her self-concept,
whereas social identity represents the degree to which an individual perceives that others
associate him or her with the subculture (Green, 2001). Although two elements of
identity exist, symbolic interactionism posits that self-identity and social identity are
intertwined, and therefore must be measured together (Blumer, 1969). The degree to
which a person partakes in a subculture is dependent upon the salience that particular
identity holds relative to others (Weiss, 2001). The higher the identity is in the salience
hierarchy, the more likely an individual is to search for opportunities that allow one to
perform in terms of that identity (Shamir). It has been suggested that a sport subcultural
identity may become salient for at least one of three reasons (Shamir). First, it may
express and affirm the individual’s talents or capabilities. Second, it may provide the
member with social recognition. Lastly, it may affirm the member’s central values
(Shamir). The form of expression may also act to denote the salience of the identity
through the decision to participate in one sporting event over another as a way of
interacting socially to share emotions (Pons, Mourali, & Nyeck, 2006).

5
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Further, Koivula (2001) suggested that barriers to involvement in sport exist in
terms of the perceived gender appropriateness of a given sport. It has been shown that
certain sports such as hockey, boxing, and rugby have been rated as being masculine
mainly due to their characteristics of strength, risk, and violence (Koivula). Sports
described as being feminine include, aerobics, dance, and figure skating, all of which are
characterized as being aesthetical and graceful (Koivula). A number o f sports have been
termed gender-neutral and include, basketball, running, golf, volleyball, and tennis and
therefore have the potential to appeal to both genders (Koivula). In terms of athletics,
certain events (e.g., shot put, javelin, pole vaulting) have been described as masculine and
others (e.g., running) have been described as being gender-neutral (Koivula). As research
has shown that males and females prefer to watch athletes of their respective gender
(Cooper-Chen, 1994; Guttman, 1986), events such as track and field which involve
viewing both men and women performing at the same sporting event, can be considered
to appeal to both genders and therefore gender-neutral. Therefore, attempted involvement
in a sport subculture may be influenced by an individual’s gender and their perception of
the masculine or feminine nature of the sport at hand.
Following the development of identification with a particular sport, the process of
subcultural membership may take place, for both direct and indirect participants.
Donnelly and Young (1988) have suggested that the subcultural membership process
occurs in four stages, namely presocialization, selection and recruitment, socialization,
and acceptance/ostracism, with each stage playing a significant role in the development
of individuals’ subcultural identities. While the initial stages often result in
preconceptions and misconceptions about the subculture, accurate identity construction
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begins during the socialization stage (Donnelly & Young). During the socialization
process, experienced members demonstrate the accepted values and beliefs of the
subculture for the newcomers and it is expected that novices mimic these attitudes and
behaviours (Donnelly & Young). This is consistent with research on subcultures of
consumption which have found that members enter at the bottom of a subculture
hierarchy and become socialized by more experienced members (Schouten &
McAlexander, 1995). In their research on the two separate subcultures of Jeep and
Harley-Davidson owners, McAlexander et al. (2002) found that the relationship between
novices and experienced members is reciprocal. They noted that new members benefit
from the expertise and social acceptance of experienced members, while veterans benefit
from the social status they are given as leaders (McAlexander et al.). While learning
typically occurs through member interaction and observation, subcultural elements can
also be transmitted via the media. However, as noted by Green (2001) this medium tends
to be superficial and image-based and lacks the transmission of true subcultural meaning.
Those who attach salience to a subculture of consumption and undergo the socialization
process, typically internalize its values and forms, and eventually become experienced
members (Schouten & McAlexander).
The way in which members interact with other members and non-members
further highlights the differences between novice and experienced subculture members.
Research on sport, youth, and leisure subcultures has demonstrated the existence of
hierarchical structures determined by the statuses of individual members, with the
highest-status members functioning as opinion leaders (Schouten & McAlexander, 1995).
The relative status o f an individual is dependent not only upon the duration of
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involvement with a subculture but also an individual’s level of commitment to the
group’s ideology and the relative level of expertise in subcultural practises (Schouten &
McAlexander). It is typical to find novices overtly displaying newly purchased
equipment or clothing related to the subculture at hand, with the hope that they will be
recognized as different from non-subcultural members and part of the subculture
(Donnelly & Young, 1988). However, as members become more experienced and
comfortable with their position in the subculture, they realize that such forced attempts at
distinguishing oneself in public is not considered acceptable of a true subcultural member
(Donnelly & Young). It is also important to note that the identity construct is impacted
by time. While an individual may identify with a particular subculture at a given point in
time, it does not necessarily result in sustained membership. Weiss (2001) noted that
identity could shift and change over time, situation and interaction with others.
Subculture Consumption
Although a reliance on demographic characteristics to understand consumers is
fraught with problems, marketing efforts based on subcultural identification have proven
to be fruitful (e.g., Green, 2001; Green & Chalip, 1998, McAlexander et al., 2002).
Further, it has been observed that subcultures transcend “national and cultural
boundaries, demographic cohorts, racial or ethnic differences, and class differences in
their scope and influence” (Schouten & McAlexander, 1995, p. 43). This strengthens the
notion that individuals organize themselves in terms beyond sociologically defined
characteristics, and a deeper understanding of these occurrences can help marketers
identify homogeneous consumer groups more readily.

8
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One of the ways in which subcultures choose to express themselves is through the
consumption of specific products representative of their particular subculture. These
types of purchases have been described as a form of symbolic expression (Green, 2001).
The decision to attend a sporting event, much like other consumption decisions, initiates
a process that defines an individual as part of a certain social group composed of other
individuals who share similar values and consumption habits (Pons et al., 2006).
Therefore, it is not surprising to discover that subcultures reward marketers with loyalty
when they are able to develop close relationships and cater to their specialized needs
(McAlexander et al., 2002; Schouten & McAlexander, 1995). A deep understanding of a
subculture may reveal specific information that aids marketers in facilitating the
consumption process. For example, Wheaton (2000) noted that windsurfers spend a
substantial amount of time discussing various aspects of windsurfing equipment with
each other. Thus, a resulting marketing strategy that includes the design of a forum that
allows for this behaviour to be celebrated would be received favourably by this
subculture.
Regardless of the type of subculture, it has been shown that marketers in sport and
non-sport settings have been successful at creating contexts that allow members to
celebrate their subculture (Chalip & McGuirty, 2004; McAlexander et al., 2002).
Common examples include participants sharing their experiences at organized events
such as barbeques and roundtable discussions (McAlexander et al.). Similarly, event
organizers have attempted to attract more participants or attendees by extending their
product offering by incorporating add-on activities and services that facilitate subcultural
expression. Horse races such as the Preakness have incorporated a week of social

9

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

activities, and road races such as the Gold Coast Marathon added a number of
educational, social and entertainment based events (Green, 2001). It has been shown that
events, which offer activities consistent with the subcultural values of attendees and
allow for a public expression of those values, increase their overall appeal (Green).
Specific activities within an event should also be tailored to meet the social and
self-identity needs of attendees. Green (2001) found that those participants who
possessed a strong social identity favoured events that were social in nature such as the
post-event party. In contrast, those that were found to possess a stronger self-identity
preferred activities related to participation in the event such as a training seminar (Green).
As well, the specific design of the activity may be important to subculture development
as an emphasis on face-to-face contact with high-context interactions can reduce personal
misrepresentation and further the socialization process (McAlexander et al., 2002).
Although the creation of social activities consistent with the subculture at-hand is
an important add-on to an event, there are some caveats that should be considered. Green
and Chalip (1998), in their research examining the subculture of female football players,
found that organized social activities could create a consequence opposite to their
intention. It was found that event organized activities often got in the way of socializing
informally and playing the games, both of which were important aspects of these
participants subcultural celebration (Green & Chalip). Therefore, a full complement
would include the use of event-organized activities, informal social encounters, and the
game or event itself to allow all participants to celebrate their subculture (Green &
Chalip).

10
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Another risk inherent in the development of a subculture by marketers is the
alienation of the experienced or hard-core members (Schouten & McAlexander, 1995).
Marketers often attempt to take advantage of their product’s subcultural popularity by
expanding its awareness to a larger market. While marketers may increase the popularity
of a subculture in the general public and enlarge their market size via the introduction of
mainstream consumers, they risk compromising the subculture and losing the very hard
core members that initially created their success (Schouten & McAlexander).
Sport Tourism and Subculture
While limited research has linked the concept of subculture with sport tourism, a
few studies highlight some important findings. Research by Green and Chalip (1998)
noted that the host destination might be able to attract sport tourists regardless of the
particular location’s reputation. They note that event participants are often more
motivated to travel to an event by the opportunity to celebrate a subculture rather than the
merits of the location (Green & Chalip). As well, it has recently been demonstrated that
event visitors are often willing to spend for tourist experiences before, during, and/or
after an event if those experiences are pertinent to the subculture of the sport in which
they are involved (Chalip & McGuirty, 2004). However, it may be argued that not all
sport subcultures are a suitable source for tourist experiences. For example, while it may
be profitable to have a number of restaurants or mini-theme parks based on the large
NASCAR subculture it may be less feasible or appropriate to do the same for the smaller
and less commercialized track and field subculture. Further, in a study of the paragliding
subculture, it was suggested that a destination would realize the benefits of having
paragliders as tourists if the destination was able to create an environment that facilitated
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subcultural celebration (Costa & Chalip, 2005). Specific suggestions include
entertainment attractions and restaurant theming that is consistent with the paragliding
subculture (Costa & Chalip).
As previously noted, in addition to subcultural identification another major
influencer on sport event attendance is motivation. As such, the next section will provide
a discussion of the relevant literature related to leisure and fan motives.
Motivation
Although subcultural identification is an important influencing factor in sport
participation and event attendance, it is important to realize that for many individuals,
other influencing factors exist. Even individuals that have become part of a sport
subculture, and are fully aware of its attitudes, values and norms, may not attend a related
event in the absence of perceived benefits (Wann et al., 2001). As well, socialization into
a specific sport subculture is not a necessary precursor to sport event attendance as events
typically have spectators that have varying degrees of identification with the team or
sport (Trail, Robinson, Dick, & Gillentine, 2003; Wann et al.). Thus, a group of sport
spectators are comprised of both sport fans and non-sport fans motivated to attend based
on reasons other than those associated with being a fan. In general, leisure motivation can
be thought of as an important reason why non-sport fans choose to attend a sporting event
(Wann, 1995). Similarly, fan and leisure motivation can be utilized to determine the
reasons behind sport fans’ attendance at a sporting event. A discussion of each type of
motivation follows.
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Leisure Motivation
Leisure can be thought of as any type of activity people freely engage in during
their spare time, in order to create enjoyment and/or further their personal growth,
without seeking a material gain (Argyle, 1996). Common examples include, attending a
musical, hiking, sailing, volunteering, and watching a sporting event. A number of
reasons exist as to why people are motivated to engage in leisure activities. Beard and
Ragheb’s (1983) Leisure Motivation Scale was developed to assess the psychological and
sociological reasons for participation in leisure activities and was divided into four
subscales: intellectual, social, competence-mastery, and stimulus-avoidance (escape). The
intellectual component assesses the degree to which individuals are motivated to engage
in a leisure activity that involves substantial mental activities such as discovering,
learning or exploring (Beard & Ragheb). Common examples include traveling, visiting
museums, and scuba diving. Further, a study investigating the reasons why women travel
alone, found that learning about a destination was a very important factor (McArthur,
1999). Similarly, Kim and Chalip (2004) found that learning about the destination was a
major motivating factor for individuals considering traveling to attend the World Cup of
Soccer in Korea. The social component describes the extent to which individuals engage
in leisure for social reasons. This motive serves to satisfy the need for friendship and
interpersonal connections with others (Beard & Ragheb). The competence-mastery
component assesses the extent to which individuals engage in leisure activities in order to
achieve, master, challenge, or compete (Beard & Ragheb). This may involve competing
in a sporting event, or non-competitive activities such as a golf or ski vacation. Lastly,
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stimulus-avoidance details an individual’s drive to escape and get away from overstimulating life situations (Beard & Ragheb).
There are a number of demographic factors that have been found to influence an
individual’s desire to participate in leisure activities, including income, age and gender.
Gratton and Taylor (2000) noted that there are two main effects that can explain the
relationship between income and demand for leisure, namely the income effect and
substitution effect. Intuitively, it would seem reasonable to expect that the higher an
individual’s income level, the greater their opportunity to afford and engage in leisure
activities. An increased level of demand as a result of a rise in income is known as the
income effect, and occurs when it is assumed that a workweek remains constant.
Conversely, an increase in income can also cause an individual to be induced to engage in
more work rather than leisure because of the attractiveness of the wage increase (Gratton
& Taylor). This is known as the substitution effect. Thus, it is clear that there are two
competing income effects in terms of leisure, making it difficult to predict a relationship
between income and leisure motivation.
Time availability as a constraint was found to demonstrate an inverted Urelationship with increasing age, indicating its importance increased between youth and
middle age and then declined (Jackson, 1993). The implication is that this limited
amount of time available must be balanced between leisure activities and other personal
responsibilities, naturally creating less of an immediate desire to participate in leisure
activities. When considering an individual’s age, constraints related to income and
accessibility was found to decline significantly as age increased (Alexandris & Carroll,
1997; Jackson). Further, lack of opportunities was more of a constraining factor for the

14

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

youngest and the eldest age groups, and less of a factor for the middle-aged groups
(Alexandris & Carroll; Jackson). Gender has also been found to act a constraint in leisure
participation. According to Alexandris and Carroll, females are more constrained than
males in their leisure participation, mainly due to their increased family responsibilities.
Fan Motivation
While leisure motivation may act as a predictor of interest to engage in leisure
activities in general, certain motivations may be unique to particular activities such as
attending a sporting event. Prior to investigating the factors that influence a fans’
decision to attend a sporting event, it has been suggested that the reasons why individuals
are sport fans need to be examined (Wann et al., 2001). Research by Wann et al.
identified the eight most common sport fan motives, which addressed the major reasons
why individuals are sport fans. These motives include, group affiliation, family,
aesthetic, self-esteem, economic, eustress, escape, and entertainment.
Group affiliation describes an individual who is motivated to be a fan of sport
because it allows for the opportunity to spend time with others. Sport spectating, either at
an arena, bar or at home typically occurs in a group setting, helping fulfill the human
need for social interaction by promoting a sense of attachment and togetherness (Wann et
al.). The family motive is very similar to group affiliation and differs only in that it
specifies spending time with family members. It is not surprising that this motive is most
common for those sport fans that are married and/or have children (Wann et al., 2001). It
may be expected that the family motive would only be a positive motivator for certain
sports, particularly in considering aggressive (e.g., football, hockey) versus nonaggressive sports (e.g., baseball, tennis). However, recent research has failed to find a
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significant relationship between the family motive and preference for aggressive and nonaggressive sports (Wann & Ensor, 2001). This provides support for the applicability of
the family motive to different types of sport fans. Aesthetics is also a motivating factor,
which describes people as being fans because they are attracted to the artistic nature of
sport movements. Common examples of this include sports such as figure skating,
gymnastics and diving, which clearly demonstrate artistic expression (McDonald, Milne,
& Hong, 2002). However, it can be argued that the aesthetic motive can apply to any
sport such as track and field, baseball, golf and hockey (McDonald et al.). For example,
a fan may enjoy the grace of a golfer’s swing, or the strides of a long-distance runner.
Self-esteem is a motivating factor to those that choose sport as a way of
enhancing positive feelings about themselves. This often occurs through fans’ high level
of identification with a particular team and basking in a team’s accomplishments
(Cialdini, Borden, Thome, Walker, Freeman, & Sloan, 1976). Economic gains have also
been shown to motivate sport fans through involvement in sport gambling. These types of
fans may not even be interested in the particular nuances of the sport and may be purely
involved because of perceived monetary benefits (Wann et al., 2001). Eustress is the
positive excitement and arousal experienced while watching a sporting event and is
another factor that describes an individual’s motivation to be a sport fan. Although
excitement and arousal can act as a positive force in sport fan motivation, for some they
act as distress. Fans that experience anxiety by watching sporting events often purposely
avoid events in order to prevent this anxious state from occurring (Wann et al.).
The escape motivation is an important factor behind being a sport fan because it
provides a diversion from everyday life. Not only has it been found to act as a diversion,
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but also as a stress reduction technique (McDonald et al., 2002; Wann et al., 2001).
Lastly, the entertainment motive describes an individual who is involved in sport as a fan
because they believe being a fan is an enjoyable leisure activity. In this sense, sport
spectating is similar to other leisure activities such as watching movies, reading, or
attending concerts.
However, there was evidence that suggested that although the eight factors
identified by Wann et al. (2001) described the motives of fans, they do not act as strong
predictors of event attendance (Funk et al., 2001). In their study investigating motives
leading to spectator interest at the 1999 FIFA Women’s World Cup, Funk et al. identified
ten factors that predicted attendance. The factors included interest in the sport at hand,
vicarious achievement, excitement, interest in a particular team, support of women’s
opportunity in sport, aesthetics, socialization, national pride, drama, and interest in
certain players (Funk et al.). However, it is interesting to note that although not all fan
motives may act as reasons for event attendance, six of the eight fan motives identified by
Wann et al., also appeared in Funk et al.’s event attendance motives. These common
motives include vicarious achievement (self-esteem), entertainment (excitement and
drama), aesthetics, and socialization (group affiliation and family). Two common
attendance motives that are not found in Wann et al’s fan motives include ‘national pride’
and ‘interest in athletes’. The inclusion of these two motives in the current study is
warranted by their continual appearance in a number event attendance motivation studies
(e.g., Funk et al.; Kim & Chalip, 2004) and add to the prediction of fan motivation.
A review of literature reveals that a number of other studies exist that attempt to
identify motivational factors for sport event attendance (e.g., Kim & Chalip, 2004;
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Mahony et al., 2002; Robinson et al., 2005; Trail, et al., 2003; Zhang et al., 2001).
Although there is only a marginal difference between the motivational factors identified
in each of these studies, the consensus amongst researchers is that it is necessary to
investigate the motives unique to each sport and event. A discussion of some of the major
findings related to specific motives follows.
One o f the factors that may determine which motives exist is the geographical
location of the fan base. In their study on fan motives and interest to attend the 2002
World Cup of Soccer, Kim and Chalip (2004) found that the desire to see star players was
not a motivating factor for prospective attendees. Since their study was conducted solely
in the United States, they opined that this might have been a consequence of the absence
of star players on the American team (Kim & Chalip). Similarly, their finding that
vicarious achievement was not a positive motivator could be explained by the lack of
popularity of soccer in the United States (Kim & Chalip). The negative relationship that
was found could also be explained by the fans’ belief that the American team would not
be very competitive, thereby creating the perception that the chance to bask in the
reflected glory of their team did not exist.
Drama is a motive that consistently appears as a motivational factor in event
attendance research (e.g., Kim & Chalip, 2004; Mahony et al., 2002; Robinson et al.,
2005). However, the relative importance of it may be tempered by the nature of the event.
For example, it is reasonable to expect that events which occur once every two to four
years such as the World Cup of Soccer and the Olympic Games would yield a high level
of drama (Funk et al., 2001). The impact of the drama motive may be especially
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important for other lesser-known one-time events, such as the Pan-American Junior
Track and Field Championships, which do not have the benefit of brand awareness.
The size and international appeal of the event may also alter the presence of
certain motives. As would be expected, events such as the Olympics that involve
international competition result in support for athletes or teams based on a feeling of
national pride in one’s home country. A similar phenomenon is found to occur in local
sporting events such as minor league hockey, as event attendance has been shown to
occur as a result of community pride (Mahony et al., 2002). Thus, it is necessary to alter
the measurement of this motive based on the specific attributes of the given event.
Following this approach, in a study investigating the attendance motives of spectators at
the 1999 Women’s World Cup of Soccer, national pride was measured instead of
community pride, due to the international nature of the event (Funk et al., 2001).
Similarly, it could be argued that the inclusion of both national pride and community
pride is warranted for certain international type events. The inclination to include
community pride may result as an attempt to describe individuals that attend in part
because an event is being hosted in their hometown. However, for an event such as the
Pan American Junior Athletics Championships, these local event attendees would be
better described by the entertainment motive because they are primarily attending to
experience a unique event that has never been hosted in their hometown rather than
support the community. Community pride is best used to describe those individuals who
are motivated to attend based on the desire to support a local team. The majority of
research on motives has focused on major league sports and major events, with limited
knowledge on the applicability of findings to small and medium sized events (Zhang et
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al., 2001). Therefore, future research that highlights the differences that exist based on
the size of the league or event would be very valuable because it will provide for a
greater understanding of all types of events.
The family motive has appeared in a number of attendance motivation studies in
the past, however recent work has questioned its appropriateness (Trail, Fink &
Anderson, 2003). It has been argued that, “the need to associate with family is not in fact
a motive per se, but rather an environmental influence on attendance behaviour” (Trail,
Fink & Anderson, p. 16). Similarly, it could be argued that the family and social motives
are very similar as both encompass the desire to spend time with others. Thus, in studies
that seek to measure the family motive, researchers could attempt to do so in combination
with the social motive. Such an approach may serve to increase response rates if the
length of the survey is a concern.
Previous research has examined a number of demographic variables and their
impact on fan motivation. In terms of age, a number of studies found that this variable
has no relationship with fan motivation (Wann, 1995; Wann, Schrader & Wilson, 1999).
With respect to gender, males have been found to exhibit higher levels of fan motivation
in terms of entertainment, vicarious achievement, and aesthetics (Wann; Wann et al.,
1999). A review of numerous studies over the last twenty years, revealed contradictory
evidence with respect to the relationship between income and fan motivation (Wann et
al., 2001). Therefore, given the inconclusive nature of this variable with respect to fan
motivation, further research is necessary to examine the relationship within specific sport
contexts.
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Sport Tourism
Gibson (1998) defined sport tourism as “leisure-based travel that takes individuals
temporarily outside of their home communities to participate in physical activities, to
watch physical activities, or to venerate attractions associated with physical activities” (p.
49). Thus, it is suggested that three types of sport tourism exist, namely active sport
tourism, event sport tourism, and nostalgia sport tourism (Gibson, 2003).
Recent research has proposed a framework for categorizing tourists engaged in
sport based on the primary motive for travel. Robinson and Gammon (2004) separated
travellers into two groups, ‘Sport Tourism’ and ‘Tourism Sport’. Tourists in the ‘Sport
Tourism’ category are primarily motivated to travel to attend or participate in sport, with
other tourist activities acting as a secondary less important endeavour (Robinson &
Gammon). For example, an individual may travel to a destination with the express
purpose of attending a sporting event, during which the tourist may also visit a museum
or attend a play. In this case, the tourist was motivated to travel because of the desire to
attend a sporting event, and other activities undertaken are considered peripheral and not
motives. Conversely, ‘Tourism Sport’ includes individuals whose primary motivation for
travel is non-sport activities, with sport acting as a secondary activity (Robinson &
Gammon). For example, an individual may travel to a destination with the primary
purpose of relaxation on a beach. While there, the tourist may choose to play a round of
golf or go windsurfing, both o f which are not the primary motive for travel. For the
purposes of the current study, a spectator who traveled to the host destination primarily to
attend the Pan American Junior Athletics Championships will be defined as a ‘primary
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visitor’. Conversely, a spectator who traveled to the destination for a reason other than
the sporting event will be defined as a ‘casual visitor’.
Deery, Jago and Fredline (2004) critique Robinson and Gammon’s (2004)
framework noting that it fails to effectively describe and differentiate the sport tourist
from other tourists. As such, they proposed a model that attempts to further delimit sport
tourism. As noted by Robinson and Gammon, tourists either participate in sport as the
focal point o f the tourist experience or simply as a part of the experience. It is upon this
basis that Deery et al. form their definition of a sport tourist. They define sport tourists as
individuals who are traveling away from home primarily to attend or participate in a
competitive sporting activity (Deery et al.). Sport participation such as planning a golf
trip is intentionally excluded from their definition. They reason that these tourists seek to
travel to a destination, “to experience a particular sport in a different location purely for
the location rather than the sport” (Deery et al., p. 240). However, it could be argued that
the unique characteristics o f a particular golf course or set of mountains are what
differentiates and drives the travel experience and not the actual destination. For the
golfer and rock climber, each particular sport setting is unique and vitally intertwined
with the sport experience.
Although the exclusion of sport participation may be too strict in its approach to
defining sport tourism, it is an element that does need to be addressed further. Given the
inclusion of sport event attendance in sport tourism definitions is a widely used
characteristic (e.g., Deery et al., 2004; Gibson, 1998; Robinson & Gammon, 2004), the
present study investigating the travel motives of non-local sport event attendees at the
Pan American Junior Athletics Championships does not require the sport participation
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debate to be operationalized. As previously noted, the debate regarding the inclusion of
tourists based on sport being a primary or secondary motive, has received much attention.
It could be argued that research investigating the motives of tourists attending sporting
events, such as the present study, would be best served by attempting to measure those
individuals who are primarily and secondarily motivated to travel by sporting events.
Such an approach would highlight any differences in behaviour between the two groups
of travellers. For destination marketers, their goal is to maximize the number of visitors
to the host destination, meaning that they may choose to market the event as the focal
point o f advertising, or as one of the destination’s many attractions. Similarly, event
marketers seek to maximize the number of attendees, irrespective of their home city, and
stand to benefit by attempting to reach both groups. Therefore, research that provides
insight into both groups would be useful from a destination and event-marketing
standpoint in terms o f market segmentation and the design of effective promotional
campaigns.
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CHAPTER III
PURPOSE AND HYPOTHESES
As previously stated, a significant gap exists in the literature in terms of the
existence of subcultural identification at spectator based sport events, as well as the
understanding of influential leisure and fan motives at medium sized track and field
events. The main purpose o f the study was to examine the existence of and relationship
between these constructs at a one-time medium sized track and field event (i.e., the 2005
Pan American Junior Athletics Championships). More specifically, the relationship
between demographics, psychographics, subcultural identification, and leisure and fan
motivation was examined. Conceptually, this focus is represented through the model
shown in Figure 1, and will be investigated by measuring each construct for spectators at
the 2005 Pan American Junior Athletics Championships. In order to satisfy the purpose
of the study, the following hypotheses were tested.
Figure 1
Factors Influencing the Subcultural Identification, Fan Motivation, and Leisure
Motivation o f Sport Spectators

H2
H4

Demographics/
Psychographics

HI

Leisure
motivation

Identification with the
sport subculture

H5

Fan
motivation

H3
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Relationship Between Demographics/Psychographics and Subcultural Identification
Green and Chalip (1998) noted that visitors are often more willing to travel to a
destination to participate in a sporting event if that event appeals to the sport subculture at
hand. Therefore it is reasonable to expect that in general, non-local spectators are more
likely to identify with the track and field subculture as compared to local spectators. This
may be even more present at a medium sized sport event such as the Pan American Junior
Athletics Championships compared to larger events such as the Olympic Games, as the
desire and commitment to travel may be influenced by identification with the sport
subculture. Therefore it follows that those non-local spectators who are visiting the host
destination (e.g., Windsor Essex County) for the primary purpose of attending a sporting
event (i.e., ‘primary visitor’) will identify with the sport subculture more than those who
are attending as part of a visit with another primary focus (i.e., ‘casual visitor’). The
distinction between ‘primary visitors’ and ‘casual visitors’ (i.e., type of tourist)
constitutes the sole measurement of psychographics in the present study.
As previously noted, identification with a subculture can vary across time based
on the relative position that the subculture holds in an individual’s salience hierarchy
(Weiss, 2001). Therefore, it is reasonable to assume that age has no direct influence on
subcultural identification. Insofar as a requirement of membership in a sport subculture
is the consumption of specific products or equipment, income may act as a prohibiting
factor, both in terms of membership and level of identification. When considering travel
costs, income may be especially constraining for those visitors who desire to travel to a
sporting event to celebrate a sport subculture. However, for local spectators income may
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be less of a factor in participating in the activities of a subculture, particularly when an
event is inexpensively priced such as the Pan American Junior Athletics Championships.
In terms of gender, anecdotally and stereotypically it may be argued that males
possess a higher level of subcultural identification with many sports. However, in the
case of track and field it may be considered a gender-neutral sport and therefore no
difference in subcultural identification would be expected based on gender. Therefore,
the following hypotheses are offered with respect to this relationship.
Hypothesis la: Visitors will identify with the subculture of track and field more than
locals.
Hypothesis lb: The ‘primary visitor’ will identify with the subculture of track and field
more than the ‘casual visitor’.
Hypothesis lc: Age will not have an influence on a spectator’s level of subcultural
identification.
Hypothesis Id: Income will not have an influence on a spectator’s level of subcultural
identification.
Hypothesis le: Gender will not have an influence on a spectator’s level of subcultural
identification.
Relationship Between Demographics/Psychographics and Leisure Motivation
As previously identified, there are a number of demographic factors that have
been found to influence an individual’s desire to participate in leisure activities, including
age, gender and income. In terms of age, constraints related to income and accessibility
have been found to decline significantly as age increased (Alexandras & Carroll, 1997;
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Jackson, 1993). Therefore, it would follow that as age increases, ones level of leisure
motivation would increase.
As noted by Alexandris and Carroll (1997), females are more constrained than
males in their leisure participation, mainly due to their increased family responsibilities.
Therefore, it would follow that in general females would be expected to possess a lower
level o f leisure motivation. However, there may be exceptions in which they have a
higher level o f leisure motivation as compared to males, whereby a given leisure
opportunity allows a female to absolve her family responsibilities while partaking in a
leisure activity. A sporting event such as the Pan American Junior Athletics
Championships provides an affordable and family friendly atmosphere that may result in
female attendees possessing a higher level of leisure motivation as compared to male
attendees.
As previously discussed, there are two contrasting effects that can explain the
relationship between income and demand for leisure, namely the income effect and
substitution effect (Gratton & Taylor, 2000). As a result of a wage increase, an individual
may either choose to increase the amount of work they undertake rather than leisure
activities (i.e., substitution effect) or engage in more leisure activities (i.e., income
effect). As a result of these two competing effects, it is difficult to predict a relationship
between income and leisure motivation.
In terms o f psychographics, there is little evidence to suggest that ‘type of tourist’
will be related to a spectator’s level of leisure motivation. It could be argued that because
both ‘primary visitors’ and ‘casual visitors’ are engaged in leisure activities as part of
their travel experience, it should be expected that both possess a similar level of leisure
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motivation in terms of attending a sporting event. Therefore, the following hypotheses are
offered with respect to this relationship.
Hypothesis 2a: ‘Type of tourist’ will not relate to the leisure motivation of spectators.
Hypothesis 2b: As age increases, an increase in spectators’ level of leisure motivation
will follow.
Hypothesis 2c: Females will possess a higher level of leisure motivation as compared to
males.
Hypothesis 2d: Income will vary with a spectator’s level of leisure motivation.
Relationship Between Demographics/Psychographics and Fan Motivation
Research has yet to examine the differences in levels of fan motivation between
locals and visitors, and differences within the type of visitor group. It could be argued
that a spectator’s level of fan motivation would have to be high enough to evoke a
commitment to travel to a lesser known medium sized event, due to the limited prestige
and anticipated entertainment experience as compared to larger events like the Olympic
Games. As such, it would be expected that a visiting spectator would have a higher level
of fan motivation as compared to local spectators. Similarly, within the ‘visitor’ group it
would be expected that those spectators who travel for the express purpose of attending
the event (‘primary visitors’), possess a higher level of fan motivation than those who are
attending the event as a secondary vacation activity (‘casual visitors’). In terms of
demographic variables, research has failed to find a relationship between age and fan
motivation, as well as an inconclusive understanding of the relationship between income
and fan motivation (Wann, 1995; Wann et al., 1999). A significant relationship has been
found in terms of gender, as males have been found to exhibit higher levels of fan
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motivation in terms of entertainment, vicarious achievement, and aesthetics (Wann;
Wann et al., 1999). Therefore, given the inconclusive nature of this variable with respect
to fan motivation, further research is necessary to examine the relationship within
specific sport contexts. Therefore, the following hypotheses are offered with respect to
this relationship.
Hypothesis 3a: Visitors will possess a higher level of fan motivation than local attendees.
Hypothesis 3b: ‘Primary visitors’ will possess a higher level of fan motivation than
‘casual visitors’.
Hypothesis 3c: Age will not influence spectators’ level of fan motivation.
Hypothesis 3d: Males will have a higher level of fan motivation as compared to females.
Hypothesis 3e: Income will not influence spectators’ level of fan motivation.
Relationship Between Subcultural Identification and Leisure Motivation
Although there is limited direct evidence to support the prediction that
identification witfi the sport subculture will predict leisure motivation, there is some
research to suggest a relationship exists. Green (2001) noted that event attendees who
possessed a high level of self- identification with the running subculture were found to
prefer event activities that involved opportunities to learn about running. Similarly, event
attendees who possessed a high level of social identification with the running subculture
were found to prefer event activities that were social in nature (Green). As both Teaming
about athletics’ and socialization are components of leisure motivation in the current
study, it is expected that subcultural identification will relate positively with leisure
motivation. Therefore, the following hypothesis is offered with respect to this
relationship.
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Hypothesis 4: The higher a spectator’s level of identification with the track and field
subculture, the higher their level of leisure motivation.
Relationship Between Subcultural Identification and Fan Motivation
Although there is limited research investigating the influence that identification
with a sport subculture has upon specific fan motives, Trail et al. (2003) found that
spectators’ level of team attachment varied with fan motives. Similarly, it has been
shown that positive social identity has lead to positive self-esteem and an increased level
o f motivation to continue with an activity (Laverie, 1998). Further, the entertainment
experience of a sporting event often creates an atmosphere that allows for the celebration
o f the sport subculture (Green, 2001). This indicates that a strong relationship exists
between subcultural identification and fan motivation. Therefore, the following
hypothesis is offered with respect to this relationship.
Hypothesis 5: Spectators who identify with the track and field subculture will have a
higher level of fan motivation than those who do not identify with the sport subculture.
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CHAPTER IV
METHODOLOGY
Survey Instrument
The survey (see Appendix A) developed specifically for the current study
consisted of four major sections: (a) spending patterns; (b) tourism intentions and
activities (c) Shamir’s (1992) scale measuring personal and social identification with
track and field, a short version of Beard and Ragheb’s (1983) scale of leisure motivation,
as well as selected fan motives based on Wann (1995) and Kim and Chalip (2004); and,
(d) general demographic information. The present study focuses on the data collected in
parts (c) and (d) of the survey. Refer to Figure 2 which demonstrates the operationalized
model that was tested, highlighting the variables used to measure demographics,
psychographics, subcultural identification, leisure motivation and fan motivation. A
discussion of each follows.
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Figure 2
Factors Influencing the Subcultural Identification, Fan Motivation, and Leisure
Motivation o f Sport Spectators with proposed latent variables

H2

Demographics
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Age
Gender
Income

Leisure motivation
Learning Destination
Learning Athletics
Social
Escape

H4
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Social Identity
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H5
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Entertainment
Interest in Athletes
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Vicarious Achievem ent
National Pride
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The presence of subcultural identification at the event was measured using both
self-identification and social identification. The survey included three questions to
measure self-identification with the track and field subculture and three questions to
measure social identification with the track and field subculture. Questions measuring
self-identity, taken directly from Shamir (1992), asked the respondent to rate on a six
point likert scale whether being a track and field fan: ‘does not describe me’ (1) to
‘describes me’ (6); ‘doesn’t affirm my values’ (1) to ‘affirms my values’ (6); and ‘I do
not have strong feelings about Athletics’ (1) to ‘I have strong feelings about Athletics’
(6). Social identity was measured using three questions adapted from Shamir by
substituting ‘athletics’ for ‘leisure’, and were rated using a six point likert scale with a
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range of strongly disagree (1) to strongly agree (6). The questions utilized were ‘many
people think of me in terms of being a track and field fan’, ‘other people think that track
and field is important to me’ and ‘people would be surprised if I stopped being a track
and field fan’.
Leisure motivation was measured using Beard and Ragheb’s (1983) Leisure
Motivation Scale. The survey instrument used here included the social, escape, and
learning constructs and excluded competence-mastery due to its inappropriateness for
measuring leisure at a spectator-based event (Kim & Chalip, 2004). Each o f these leisure
motives were rated using a six-point likert scale with a range of strongly disagree (1) to
strongly agree (6).
Fan motivation was measured using the following variables: (a) aesthetics, (b)
vicarious achievement, (c) entertainment, (d) interest in particular athletes, and (e)
national pride and were taken directly from Wann (1995) and Kim and Chalip (2004).
Each scale item was rated using a six-point likert scale with a range of strongly disagree
(1) to strongly agree (6). Aesthetics was measured in the survey using the following
questions: ‘There is a certain natural beauty to track and field’ and ‘I enjoy watching
track and field because to me it is a form of art’. Vicarious achievement is measured
through the following questions: ‘When my country or favourite athlete wins, I feel my
status as a fan is enhanced’ and ‘I feel a sense of accomplishment when my country or
favourite athlete wins’. Similarly, entertainment is measured using the following: ‘I
would like to be a part of the festivities surrounding the Pan-Am Championships’ and ‘I
like the stimulation I get from watching track and field’. Interest in a particular athlete is
tested through the question, ‘The main reason I watch track and field is to cheer for my
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favourite athletes’. Lastly, national pride is measured using the question, ‘I am more of a
fan of my country than I am of individual athletes’.
The classification of ‘place of residence’ (local vs. visitor) was measured using
the question: ‘Do you live outside of Windsor-Essex County?’. Visitors were further
distinguished in terms o f ‘type of tourist’, using the question: Is the Pan American
Championships the main reason for being in Windsor today?
Refer to Table 1 for a summary of the scale items used to measure the previously
identified constructs.
Table la
Demographics, Psychographics and Scale Items
Construct

Scale Items

Demographics
Place of
Residence

Do you live outside of WindsorEssex County? (Yes/No)

Age

The year you were born? 19

Gender

Your Gender? (Female/Male)

Household
Income

What is your annual household
income? (8 categories)

Psychographics
Type of Tourist

Is the Pan American Championships
the main reason for being in Windsor
today? (Yes/No)
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Table lb

Constructs, Scale Items, and Alpha Values
Subcultural
Identification
Self Identity
(Shamir, 1992)
Original alpha =
.87

Social Identity
(Shamir, 1992)
Original alpha =
.89

Scale Items

Alpha

Mean (SD)

N

Six point likert scale whether track
and field (athletics) (1-strongly
disagree to 6-strongly agree):

.87

4.80(1.21)

1139

.93

4.28(1.41)

1145

.94

2.81 (1.55)

1058

1. describes me/does not describe
me
2. affirms my values/doesn’t affirm
my values
3. have strong feelings/don’t have
strong feelings
Rate how much you agree with each
statement (1-strongly disagree to 6strongly agree):
1. Many people think of me as
being an Athletics fan
2. Other people think that Athletics
is important to me
3. People would be surprised if I
stopped being an Athletics fan

Leisure Motives
Learning about
the destination
(Beard &
Ragheb, 1983)
Original alpha =
.90

Rate the degree to which each of the
following were reasons for attending
the Pan Am Championships
(1-strongly disagree to 6-strongly
agree):
1. To expand my knowledge about
Windsor-Essex County, the
province of Ontario, and/or
Canada
2. To discover new things about
Windsor-Essex County, the
province of Ontario, and/or
Canada
3. To satisfy my curiosity about
Windsor-Essex County, the
province of Ontario, and/or
Canada
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Learning about
Athletics
(Beard &
Ragheb, 1983)
Original alpha =
.90

Social
(Beard &
Ragheb, 1983)
Original alpha =
.91

Rate the degree to which each of the
following were reasons for attending
the Pan Am Championships
(1-strongly disagree to 6-strongly
agree):

.77

4.40(1.18)

1099

.86

3.84(1.30)

1095

.79

4.14(1.23)

1083

.81

4.83 (0.83)

1077

1. To satisfy my curiosity about
Athletics
2. To discover new things about
Athletics
3. To expand my knowledge about
Athletics
Rate the degree to which each of the
following were reasons for attending
the Pan Am Championships
(1-strongly disagree to 6-strongly
agree):
1. To build friendships with others
2. To interact with others
3. To meet new and different people

Escape
(Beard &
Ragheb, 1983)
Original alpha =
.89

Rate the degree to which each of the
following were reasons for attending
the Pan Am Championships
(1-strongly disagree to 6-strongly
agree):
1. To get away from my everyday
life
2. To relax physically
3. To relax mentally

Fan Motives
Entertainment
Experience
(Kim & Chalip,
2004; Wann,
1995)

Rate the degree to which each of the
following were reasons for attending
the Pan Am Championships
(1-strongly disagree to 6-strongly
agree):

Original alpha =
.85

1. To watch high level Athletics
2. To be a part of a major Athletics
event
3. To see future stars of Athletics
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Rate how much you agree with each
statement (1-strongly disagree to 6strongly agree):
4. I like being a part of the
festivities surrounding the Pan
Am Championships
5. I like the stimulation I get from
watching Athletics
Aesthetics
(Wann, 1995)
Original alpha =
.81

Rate how much you agree with each
statement (1-strongly disagree to 6strongly agree):

.68

4.76(1.05)

1170

.77

4.71 (1.13)

1162

N/A

4.47(1.42)

1183

1. There is a certain natural beauty
to Athletics
2. I enjoy watching Athletics
because to me it is a form of art

Vicarious
Achievement
(Wann, 1995)

Rate how much you agree with each
statement (1-strongly disagree to 6strongly agree):

Original alpha =
.78

1. When my country or favourite
athlete wins, I feel my status as a
fan is enhanced
2. I feel a sense of accomplishment
when my country or favourite
athlete wins

National Pride
(Kim & Chalip,
2004)

Rate how much you agree with each
statement (1-strongly disagree to 6strongly agree):

Original alpha
not available

1. I am more of a fan of my country
than I am of individual athletes
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Data Collection
The 2005 Pan American Junior Athletics Championships held in Windsor
(Ontario Canada) in July 2005, provided a sound opportunity to analyze the relationship
between subcultural identification and motivation of spectators, and to particularly
analyze the distinction between local and non-local spectators. Data was collected using
the following procedures. During the opening night, and subsequent three full days of the
event, as many spectators as possible were approached to participate by surveyors at the
front gate and in the stands. Spectators were asked to fill out the survey and were
provided with a pencil and an envelope. Accompanying each survey was a letter of
information regarding the study and indicated respondents’ ethical rights and the
approximate length of time (10 minutes) it would take to complete the survey. They were
instructed to return the completed survey in the envelope to the research booth located at
the track and field event venue, in exchange for a Frisbee with a Pan American Junior
Athletics Championships logo. O f the 2067 questionnaires that were distributed to the
spectators, 1290 were returned (i.e., response rate of 62%).
Sample
Data was collected from spectators residing in the Windsor-Essex County Region,
other Canadian cities, and 24 other countries. The majority of the respondents were from
the Windsor-Essex County Region (76.5%), followed by other Canadian cities (10.7%),
and the United States (7.0%). The majority (79.7%) of the 295 respondents that were
visitors to the Windsor-Essex County Region traveled primarily to attend the Pan
American Junior Athletics Championships. Of the 295 visitors, 62.1% were not related
to an athlete, coach, official, administrator, and/or journalist involved in the event.
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More than half (57.1%) of the total respondents were female, and the mean age
for all respondents was 43.0 (SD = 16.31). The median age was 45.0, and ranged from 10
to 90 years old. The mean age for female spectators in the sample was 41.19 (SD =
15.85) compared to 45.48 (SD = 16.53) for males. In terms of household income, 27.5%
reported an amount less than $50,000, 37.8% between $50,000 and $100,000,24.2%
between $100,000 and $125,000, and 10.5% in excess of $150,000. Further, locals and
visitors reported similar median income categories ($75,000 to $100,000).
Analyses
Inter-tester and intra-tester reliability tests were conducted and revealed
acceptable error rates of 0.84% and 0.81% respectively (Thomas, Nelson, & Silverman,
2005). Descriptive statistics, including means and standard deviations, were utilized to
develop a general understanding of spectator characteristics with respect to each of the
elements noted within the operationalized model identified in Figure 2. Alpha
coefficients were calculated to test the inter-reliability of the derived factors and a
bivariate correlations matrix was conducted to test the separation of derived factors. An
exploratory factor analysis was conducted to determine the existence of a second order
factor (Nunnally, 1978).
A series of regressions were utilized to test the proposed direct and mediated
relationships found in the conceptual model (Pedhazur, 1997). The existence of
mediation was determined using the four-step approach suggested by Baron and Kenny
(1986). The four conditions are as follows: Condition 1: The independent variable is
significantly related to the mediator variable; Condition 2: The independent variable is
significantly related to the output variable; Condition 3: The mediator is significantly
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related to the outcome variable when regressed with independent variable; Condition 4:
If the three previous conditions exist, the effect of the independent variable on the
outcome variable must be less pronounced when regressed with the mediator than when
regressed in its absence (Baron & Kenny).
The test of incremental variance formula as stated in Appendix B was utilized to
determine the restriction need within each model and if necessary within each variable
(Pedhazur, 1997). First it was determined whether a restricted or an unrestricted model
must be used to predict the relationship between demographics, psychographics,
subcultural identification and leisure and fan motivation. Next, when an unrestricted
model was found to be required, a sequential determination of the restriction need for
each variable was performed, based on a combination o f ‘place of residence’ and ‘type of
tourist’ (i.e. locals, primary visitors, casual visitors) in the order of gender, age, income,
and subcultural identification.
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CHAPTERV
RESULTS
Internal consistency estimates (Cronbach’s alpha) were computed for each of the
constructs with the exception of national pride due to its singular scale item, and were
satisfactory ranging from .68 to .94 (DeVellis, 1991). The original scale items attempting
to measure the ‘entertainment’ and ‘interest in athletes’ motives were combined to
produce an alpha value of .81, thus generating a new construct termed ‘entertainment
experience’. One scale item, namely ‘the main reason I watch Athletics is to cheer for
my favourite athletes’ was removed in order to increase the alpha value. Factor Analysis
was performed using Maximum Likelihood extraction, producing a single Eigenvalue
over one (3.14), explaining 52.3% of the variance in the ‘entertainment experience
construct’. Alpha values, means and standard deviations for all constructs appear in Table
1 (p. 34).
A correlation matrix using the F-statistic for factors that had more than two scale
items was computed by construct and is reported in Table 2. The matrix reveals an
expected high correlation (r = .70) between self-identification and social identification
with the sport subculture. As a result of this correlation and the symbolic interactionist
view (Blumer, 1969) that they are inextricably linked, self-identity and social identity
were combined to represent subcultural identification in general. The remaining
construct relationships are low to moderate, with no values above r = .68 (p < .01). In
order to assess the significant presence of each variable, data were centered by
subtracting the scale midpoint (3.5) from each observed value, resulting in scores ranging
from -2.5 to 2.5. A negative score indicates disagreement amongst respondents, while a
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positive score indicates agreement with the variable. One sample t-tests were utilized to
determine if the observed mean values differ significantly from the point of indifference.
Table 3 shows that all variables were statistically significant at the Bonferroni criterion
level (p < .004). All constructs except Teaming about the destination’ were found to be
positive, indicating general agreement with each construct.
Table 2
Correlation Matrix fo r Constructs

N a tion al
P ride
S elf-Id en tity
S o cia l
Id en tity

N ation al

S elf-

Pride

Identity
1

S ocial

L earning

L earning

Id en tity D estin ation A th le tics

S o cia l

E scap e

Ent.

A e sth e tic s

-0 .0 4 2

-0 .0 3 2

0 .0 5 9

.0 6 9 *

0 .0 2 0

.1 4 0 * *

.0 9 8 * *

1

.7 0 0 * *

.1 1 7 * *

.256**

.2 6 2 * *

.1 7 3 * *

.5 1 0 * *

1

.1 9 6 * *

.2 8 2 * *

.3 3 0 * *

.2 4 6 * *

1

.4 9 3 * *

.5 3 9 * *

1

L earning
D estin ation
L earning
A th le tics
S o cia l
E scap e
E ntertainm ent

V ica rio u s
A c h ie v e

0 .0 4 4

.2 5 2 * *

] **

.3 2 6 * *

.5 9 5 * *

.5 7 7 * *

.4 1 6 * *

.4 2 2 * *

.3 3 8 * *

.3 2 3 * *

.3 1 8 * *

.5 1 3 * *

.5 0 0 * *

.5 8 9 * *

.4 5 3 * *

.4 0 0 * *

1

.5 6 0 * *

.5 0 8 * *

.3 7 9 * *

.3 6 0 * *

1

.4 2 0 * *

.3 6 0 * *

.3 3 6 * *

1

.6 7 8 * *

.5 7 4 * *

1

.4 6 8 * *

A esth etics
V ica rio u s
A ch iev em en t

4 4

1

* C orrelation is sig n ifica n t at the 0 .0 5 lev el (2-tailed ).
** C orrelation is sign ifican t at the 0.01 le v e l (2 -ta iled ).
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Table 3

One Sample T-Tests fo r Constructs
Mean Difference

t

Self-Identity

1.30129

36.24*

Social Identity

0.77831

18.62*

Learning Destination

-0.68998

-14.52*

Learning Athletics

0.90279

25.44*

Social

0.33805

8.58*

Escape

0.63758

17.03*

Entertainment

1.33318

52.60*

Aesthetics

1.25641

41.13*

Vicarious Achievement

1.20525

36.50*

0.971

23.48*

National Pride

* significant at the Bonferonni criterion level, p < .004

Exploratory factor analysis using Principal Axis Factoring, with Varimax rotation
produced two factors with Eigenvalues of 3.76 and .96, explaining 67.35% of the
variance (See Table 4). The two factors clearly differentiate between leisure motives and
fan motives, with the exception of one construct (Teaming about athletics’), which loads
on both factors. As Teaming about athletics’ had a higher factor loading on leisure
motivation, and the literature has supported it as a reason for participation in leisure
activities (e.g., Beard & Ragheb, 1983; Kim & Chalip, 2004), the construct was treated
solely as a leisure motive. As national pride did not load on either factor and was
measured using a singular scale item, it was removed from further analysis.
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Table 4a

Second Order Factor Loadings: Variance Explained
Total Variance Explained
Initial Eigenvalues
Rotation Sums of Squared Loadings
% of
Cumulative
% of
Factor
Total
Variance
%
Total
Variance Cumulative %
3.756
53.656
1
53.656
1.976
28.235
28.235
13.694
2
0.959
67.350
1.909
27.272
55.507
0.582
3
8.315
75.665
0.567
4
8.096
83.761
0.457
6.534
90.295
5
0.427
6.104
96.399
6
0.252
7
3.601
100.000
Extraction Method: Principal Axis Factoring.

Table 4b
Second Order Factor Loadings: Rotated Factor Matrix
Rotated Factor Matrix(a)
Factor
1
2
0.892
Entertainment
0.285
0.681
0.276
Aesthetics
Vicarious
0.543
0.303
Achievement
0.294
0.725
Social
0.642
Learning Destination
0.209
0.277
0.630
Escape
0.463
0.570
Learning Athletics
Extraction Method: Principal Axis Factoring.
Rotation Method: Varimax with Kaiser
Normalization.
a. Rotation converged in 3 iterations.

Regression
A series of regressions were utilized to test the proposed direct and mediated
relationships found in the conceptual model (Pedhazur, 1997). The existence of
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mediation was determined using the four-step approach suggested by Baron and Kenny
(1986). The test of incremental variance formula as stated in Appendix B was utilized to
determine the restriction need within each variable (Pedhazur). First, the direct effects of
demographic, psychographic and subcultural identification variables on leisure and fan
motivation were tested. Variables were unrestricted and based on a combination of place
of residence and the type of tourist. This resulted in three sub-variables, namely locals,
‘primary visitors’, and ‘casual visitors’.
Subcultural identification
The direct relationship between demographics and subcultural identification is
applicable to the prediction of leisure and fan motivation insofar as it constitutes step two
of Baron and Kenny’s (1986) test for mediation. The regression indicated that 3.7%
(Adjusted R = .037) of the variance in subcultural identification is explained by
demographics, F(11,891) = 4.132, p < .001. The variables that predict subcultural
identification are ‘type of tourist’ (Std. B = .186) and ‘gender’ (Std. B = .082), p < .01.
This provides support for hypotheses lb, lc, Id and le, and does not support la. The
results o f the test for incremental variance (see Table 5) indicated that demographics
could remain restricted in the prediction of subcultural identification.
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Table 5

Summary o f the Test fo r Incremental Variance
D ep en dent V ariable

R2 restr

K 2 restr R2 unrestr K1 unrestr

N

F

Fan Motivation

0.444

6

0.455

14

763

1.89

p>.05

Leisure Motivation (LM)
LM - unrest w gender
restricted
LM - unrest w gender age
restr
LM - unrest w gender age
inc restr
LM - unrest w gender age
inc sci restr

0.057

6

0.079

14

763

2.23

p<.05

0.079

12

0.079

14

763

0

p>.05

0.073

10

0.079

12

763

2.44

p>.05

0.067

8

0.073

10

763

2.43

p>.05

0.057

6

0.067

8

763

4.04

p<.05

LM - unrest sciv scil w
gender age inc restr

0.06

7

0.067

8

763

5.66

p<05

LM - unrest scipl scic w
gender age inc restr

0.067

7

0.067

8

763

0

p>.05

Subcultural Identification

0.044

5

0.049

11

902

0.78

p>.05

This table utilizes the formula found in Appendix B
Note: p < .05 indicates more variance is explained by unrestriction
restr = restricted; unrestr = unrestricted; w = with; inc = income; sci = subcultural identification; v = visitors;
1 = locals; pi = primary locals

Leisure motivation
The regression for leisure motivation (see Table 6) indicated that 6.2% of the
variance in leisure motivation is explained by demographic, psychographic and
subcultural identification. The results of the test for incremental variance (see Table 5)
indicated that an unrestricted model must be used to predict the relationship between
demographics, psychographics, subcultural identification and leisure motivation. Next, a
sequential determination of the restriction need for each variable was performed in the
order of gender, age, income, and subcultural identification. Table 5 reveals that gender,
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age, and income could remain restricted, as they do not produce a significant
improvement in terms of prediction when unrestricted. Further, Table 5 reveals that
subcultural identification was required to be unrestricted based on two groupings, namely
‘primary visitors/locals’ (scipl) and ‘casual visitors’ (scic). In other words, ‘primary
visitors/locals’ differ from ‘casual visitors’ in terms of their relationship between
subcultural identification and leisure motivation.
Table 6
Summary o f Regression Analysis fo r Leisure Motivation and Fan Motivation
Leisure Motivation
Variable

Fan Motivation
B

Place of
Residence
-0.136
Type of Tourist
0.096
Income
-0.045
Age
0.003
Gender
-0.114
Subcultural
0.199
Identification
(Primary/Locals)
Subcultural
-0.328
Identification
(Casual Visitors)

SE B

Variable

B

0.132
0.144
0.014
0.002
0.058
0.035

-0.072
0.046
-0.110*
0.062
-0.070*
0.205*

0.183

-0.064

B

Place of
Residence
-0.161
Type of Tourist -0.067
Income
0.003
Age
0.010
Gender
-0.233
0.692
Subcultural
Identification

SEB

B

0.058
0.123
0.013
0.002
0.050
0.029

-0.076*
-0.029
0.006
0.167*
-0.128*
0.650*

F(14,748) = 4.61, p < 0.001

F(14,748) = 44.55, p < 0.001

R2 = .079; Adjusted R2 = .062
* p < 0.05

R2 = .455; Adjusted R2 = .445
* p < 0.05

Next, the specific variables that make a contribution to the prediction of leisure
motivation were evaluated. First, ‘place of residence’ and ‘type of tourist’ were
eliminated from the regression, followed by age (p > .05). This provides support for
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hypothesis 2a, and does not support hypothesis 2b. Next, all remaining variables were
regressed, resulting in the remaining variables to predict leisure motivation: subcultural
identification (primary visitors/locals), income, and gender (see Table 6). Subcultural
identification for ‘casual visitors’ was non-significant, p > .05. This provides support for
hypothesis 2c and 2d, and partial support for hypothesis 4.
Within this regression, Baron and Kenny’s (1986) third step in the test for
mediation was performed. Subcultural identification, when regressed with demographic
and psychographic variables, was significant at p <.05, satisfying step three. Therefore, as
steps two and three have been satisfied, it is concluded that subcultural identification does
mediate the relationship between demographics/psychographics and leisure motivation.
The final step in the test for mediation involves determining the scope of the mediation,
more specifically whether or not it is full or partial. The ‘gender’ variable is fully
mediated if the direct effect that it has upon ‘leisure motivation’ is reduced to zero when
regressed with the mediator (e.g., ‘subcultural identification’), otherwise it is partially
mediated. As ‘gender’ is significant, p < .05, when regressed with ‘subcultural
identification’, the mediation is considered partial. The final model for the prediction of
leisure motivation appears in Figure 5, along with the beta weights for each relationship.
Inspection of Figure 3 reveals a number of significant relationships. The effects
that ‘type o f tourist’ and gender have upon subcultural identification were noted above.
The relationships that are unique to leisure motivation include the direct effects of
income, gender and subcultural identification on leisure motivation. More specifically, in
terms of income it was found to have a negative relationship with leisure motivation,
such that the higher a spectator’s income the lower their leisure motivation. In terms of
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gender, males were found to have a higher level of subcultural identification, while
females had a higher level of leisure motivation. Last, subcultural identification for
‘primary visitors’ and locals, was found to have a positive relationship with leisure
motivation, such that the higher a spectator’s level of identification with the subculture,
the higher their leisure motivation.
Figure 3
Revised model: Factors Influencing the Subcultural Identification and Leisure Motivation
o f Spectators

-.110

Income

Type o f
Tourist

.186

Gender

.082

Identification with the
sport subculture

.2 0 5

Leisure Motivation

-.0 7 0

a. Subcultural Identification for Primary Visitors and Locals
Model Adjusted R2= .062

Fan motivation

The regression for fan motivation indicated that 44.5% of the variance in fan
motivation is explained by demographics, psychographics and subcultural identification.
The test for incremental variance (see Table 5, p. 46) indicated that the restricted model
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could be used to predict the direct relationships between demographics, psychographics,
subcultural identification and fan motivation. Next, the specific variables that make a
contribution to the prediction of fan motivation were evaluated. The results of the
regression presented in Table 6 (p. 47) indicate that subcultural identification, age,
gender, and place of residence, were significant predictors o f fan motivation. These
results provide support for hypotheses 3c, 3e and 5, and do not support hypotheses 3a, 3b
and 3d.
Within this regression, Baron and Kenny’s (1986) third step in the test for
mediation was performed. Subcultural identification, when regressed with demographic
and psychographic variables, was significant at p <.001, satisfying step three. Therefore,
as steps two and three have been satisfied, it is concluded that subcultural identification
does mediate the relationship between demographics/psychographics and fan motivation.
The final step in the test for mediation involves determining the scope of the mediation,
more specifically whether or not it is full or partial. The ‘gender’ variable is fully
mediated if the direct effect that it has upon ‘fan motivation’ is reduced to zero when
regressed with the mediator (e.g., ‘subcultural identification’), otherwise it is partially
mediated. As ‘gender’ remained significant, p < .05, when regressed with ‘subcultural
identification’, the mediation is considered partial. The final model for the prediction of
fan motivation appears in Figure 4, along with the beta weights for each relationship.
Inspection of Figure 4 reveals a number of significant relationships. With respect
to place of residence, visitors have a lower level of fan motivation than locals. In terms
o f ‘type of tourist’, ‘primary visitors’ have a higher level of subcultural identification
than locals and ‘casual visitors’. Gender revealed two different relationships, one with
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subcultural identification and one directly relating to fan motivation. Males were found to
have a higher level of subcultural identification, while females had a higher level of fan
motivation. Age was found to be positively related to fan motivation, in that the older a
spectator was, the higher their level of fan motivation. Last, subcultural identification was
found to have a positive relationship with fan motivation, such that the higher a
spectator’s level of identification with the subculture, the higher their fan motivation.
Figure 4
Revised model: Factors Influencing the Subcultural Identification and Fan Motivation o f
Spectators

-.0 7 6

Place o f
Residence
.186

Type o f
Tourist

.082

Identification with
the sport subculture

.65

Fan Motivation

Gender

1i
-.1 2 8

Age

.167
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CHAPTER VI
DISCUSSION
The current study investigated the influence that demographics, psychographics
and subcultural identification have upon the leisure and fan motivation of Pan American
Junior Athletics Championships’ spectators. Internal consistency measures verified the
relationship between scale items and their respective latent constructs. A correlation
matrix revealed that all constructs were only moderately correlated, with the expected
exception of self-identity and social identity. Exploratory factor analysis produced two
second order factors, leisure and fan motivation, covering all constructs except national
pride. Hierarchical regression was used to determine the factors that predict leisure
motivation and fan motivation. The results indicated that demographics, psychographics
and subcultural identification explained 44.5% of the variance in fan motivation, and
6.2% of the variance in leisure motivation.
Factors Influencing Identification with the Sport Subculture

Two variables, namely gender and ‘type of tourist’, were found to directly relate
to subcultural identification and therefore indirectly influence leisure and fan motivation.
In terms of gender, males were found to have a higher level of identification with the
track and field subculture than females. This does not support hypothesis le, in that no
difference between genders was expected. This finding can be explained in a number of
ways. First, respondents may have regarded track and field as a masculine sport rather
than a gender-neutral sport, thereby resulting in males reporting a higher level of
identification. Conversely, males may possess a higher level of identification with sport
in general, and therefore would report higher levels of identification with any sport that is
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considered masculine or gender-neutral. Therefore, when attempting to segment the
market based on subcultural identification, it may be more advantageous to focus on
males rather than females. Although promotional campaigns may focus on this approach,
it is important to realize that they should be conducted in a manner that does not prevent
other target segments from attending. For example, females who do not identify with the
track and field subculture may not have a desire to attend if the image of the event
portrayed in advertisements is one focused on hard-core male fans.
In terms of ‘type of tourist’, ‘primary visitors’ reported a higher level of
subcultural identification compared to ‘casual visitors’. This finding supports hypothesis
lb, and its explanation has an intuitive appeal. This difference can be partially explained
by the thought that ‘primary visitors’ made the commitment to travel to watch the event
based in part on their level of subcultural identification.
The investigated variables that were not found to have a significant relationship
with subcultural identification were ‘place of residence’, age, and income. The prediction
(hypothesis la) that visitors would identify with the subculture of track and field more
than locals was not supported. The prediction was based on the notion that visitors
possess a higher level of subcultural identification because of the required commitment to
travel to the event. However, the absence of a difference between visitors and locals may
have been tempered by the celebrated history and tradition of track and field within the
host destination. The successful history of track and field within Windsor, Canada (host
destination) can be demonstrated by the University of Windsor’s track and field team
victories. The university’s men and women’s teams have won 15 and 12 of the last 16
provincial titles respectively and numerous national championships (Canadian

53

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

Interuniversity Sport, 2006). Therefore, this local history may limit the generalizable
nature o f these findings to events held in destinations with a similar celebrated sport
culture. The implication for event marketers is that similar promotional campaigns
focusing on subcultural identification may be used to attract both locals and visitors.
Support was found for hypothesis lc, which predicted that age would not act as a
predictor of subcultural identification. The failure of age to act as a predictor of
subcultural identification lends support to research by Weiss (2001), which pointed out
that subculture can vary across time based on the relative position that the subculture
holds in an individual’s salience hierarchy. Therefore, when attempting to attract new
members to the track and field subculture or strengthen existing identification levels, it is
not necessary to focus on one age group over another in order to be successful.
Support was found for hypothesis Id, which predicted that income would not act
as a predictor of subcultural identification. The absence of income as a predictor of
subcultural identification lends support to the notion that for some sports such as track
and field, high income may not be required to participate in the activities of the
subculture, including attending an event such as the Pan American Junior Athletics
Championships. Although this may be the case for local spectators, it may be argued that
travel costs are prohibitive to visitors who identify with the sport subculture, thereby
resulting in only high income visitors attending. However, results in the present study
indicate that the income levels of locals and visitors are comparable. Therefore, the
implication is that visitors may be willing to spend a substantial part of their disposable
income on leisure activities when they identify with the subculture at hand. Thus, tourist
marketers would be best served by appealing to the subcultural identity of visitors in
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order to attract the greatest number of tourists possible. Given that the present study did
not examine this possible explanation in depth, future research is needed to verify the
relationship between subcultural identification, income, and travel to a sporting event.
Factors Influencing Leisure Motivation

When examining the direct effects of demographic and psychographic variables
on leisure motivation, it was found that gender and income were significant predictors. In
terms of gender, females were found to have a slightly higher level of leisure motivation
than males, which supports hypothesis 2c. This finding can be explained in a number of
ways. First, it remains consistent with Wann et al.’s (2001) finding that females report
higher levels o f social motivation, a component of leisure motivation, as compared to
males. Insofar as females remain more constrained than males in their leisure
participation due to family responsibilities (Alexandris & Carroll, 1997), events such as
Pan American Junior Athletics Championships that are affordable and accommodating to
families, would be expected to result in higher leisure motivation for females with
families. Therefore, a segmentation approach based on gender would necessitate a
sporting event promotional campaign to emphasize the leisure aspects of the event, and
its appropriateness for families, when attempting to attract females.
Income was found to be negatively related to leisure motivation such that the
higher a spectator’s income, the lower their leisure motivation. This supports hypothesis
2d, and is consistent with the substitution effect which states that as income increases,
individuals will be more motivated in engage in work than leisure activities (Gratton &
Taylor, 2000). The implication for event marketers is that the use of leisure motives in
promotional campaigns will be more successful at reaching lower income groups than
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higher income groups. From a tourism perspective, it may be argued that higher income
tourists are more sought after than lower income tourists because they possess more
disposable income, and thus on average will spend more on activities within the
destination. Therefore, when attempting to attract higher income tourists to a destination
by hosting a sporting event, the use of leisure motivation as a focal point in promotional
campaigns may not be as effective as other approaches. Future research using qualitative
methods, is needed to provide a deeper understanding of the relationship between income
and motivation to engage in sport spectating as a leisure activity.
A relationship was not found between ‘type of tourist’ and leisure motivation,
providing support for hypothesis 2a. Similarly, age was not found to influence the leisure
motivation of spectators. This does not lend support to hypothesis 2b, which predicted
that age would be positively related to leisure motivation. The lack of a relationship
between age and leisure motivation may be explained by a lack of prior constraints
related to income and accessibility for track and field fans. Sporting events that are
inviting to all ages in terms of income and social accessibility, such as the Pan Am Junior
Athletics Championships, would not be expected to produce a relationship between age
and leisure motivation.
Subcultural identification was found to have a positive relationship with leisure
motivation for two sub groups, ‘primary visitors’ and locals. In other words, the higher
the level o f subcultural identification possessed by these two spectator groups, the higher
their level of leisure motivation. This lends partial support to hypothesis 4, with support
found in the ‘primary visitors’ and locals groups and non-support in the ‘casual visitors’
group. As noted by Green (2001), sport event attendees who identify with the sport
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subculture tend to prefer to engage in social and learning-based activities that are
consistent with elements of the given subculture. As socialization and learning are key
elements of the measure of leisure motivation in the present study, it follows that those
spectators that have a higher level of subcultural identification will have a higher level of
leisure motivation. The finding that subcultural identification only influences leisure
motivation for the ‘primary visitors’ and locals can be explained by noting that on
average these two groups possess a higher level of identification with the sport subculture
than ‘casual visitors’. The ‘casual visitors’ are attending the event as a secondary activity
within a greater vacation and therefore less likely to be attending because of their
identification with the track and field subculture. However, further research is needed to
investigate the relationship between subcultural identification and leisure motivation for
different types of spectators to provide a more thorough explanation.
The implication for event marketers seeking to attract spectators who identify
highly with the subculture at hand is the need to satisfy the leisure motivation needs of
this group. Event elements should facilitate opportunities to relax, learn and socialize,
particularly in a context consistent with the sport subculture. Tailoring the event design
to allow for the celebration of subculture is consistent with the suggestion that an increase
in satisfaction occurs amongst these types of attendees when these needs are met, and
thereby increases their likelihood o f returning (Green, 2001). Furthermore, this would
take advantage of the finding that subcultural members are more likely to spend money
when activities are relevant to their particular subculture (Chalip & McGuirty, 2004). In
order to create an awareness of the particular event activities they must be communicated
in all promotional materials targeting this group.
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Factors Influencing Fan Motivation

An examination of the direct effects of demographic and psychographic variables
on fan motivation found that ‘place of residence’, gender, and age were significant
predictors. In terms of place o f residence, it was found that locals possessed a higher
level of fan motivation as compared to visitors. This does not support hypothesis 3a,
which predicted that visitors would have a higher level of fan motivation as compared to
locals. Although the finding with respect to ‘place of residence’ was not expected, it may
be explained in part by the celebrated successful history of track and field athletes in the
host destination (Windsor, Canada). Thus, it follows that this phenomenon may be
localized to the current study’s destination and may not be found in other locations that
do not possess a similar successful history. Future research is needed to further
investigate the differences in fan motivation between locals and visitors, with particular
attention paid to the effects of a destination’s sport history and tradition. This provides
support for the measure of community pride as a fan motive in future research at
international events in addition to measuring national pride.
Gender was also found to relate to fan motivation in that females were found to
have a higher level of fan motivation as compared to males. This does not support
hypothesis 3d which predicted that males would have a higher level of fan motivation as
compared to females. This finding is not consistent with previous research, which found
that on average males exhibit higher levels of fan motivation in terms of entertainment,
vicarious achievement, and aesthetics (Wann, 1995; Wann et al., 1999). A possible
explanation of this finding is that a threshold effect exists at one-time medium sized sport
events. In other words, a perceived barrier in terms of the need to be a fan to enjoy the
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event may have prevented many females from attending unless they considered
themselves to be fans. Therefore, the majority of female spectators in attendance may
have met a perceived high minimum level of required fan motivation. Previous research
that has focused on larger events (e.g. Olympic Games, World Cup of Soccer) may have
failed to reveal the existence of a threshold effect due to the high brand awareness
associated with these types of events. It could be argued that knowledge of and
familiarity with an event may lower the perception of the need to be a fan in order to
enjoy the event. Large events typically focus on entertainment aspects that extend
beyond the core sport product, allowing non-fans to enjoy the experience. As sport has
been historically regarded as the domain of males (Koivula, 2001; Pedersen & Kono,
1990), it follows that a threshold effect would only exist for females, particularly at
sporting events regarded as masculine or gender-neutral. Future research should examine
the existence of such a threshold effect, and identify ways in which this barrier can be
eliminated in order to attract a wider spectrum of spectators. Such insights would be
useful for event marketers attempting to reach a greater number o f spectators.
Age was found to relate to fan motivation in that as the age of spectators
increased, their level of fan motivation also increased. This does not support hypothesis
3c, which predicted that age would not have an impact on fan motivation. This finding is
not consistent with other work, which failed to find a relationship between age and fan
motivation (Wann, 1995; Wann et al., 1999). One possible explanation for this
discrepancy may be due to the nature of the event in the current study. It could be said
that track and field lacks a continuous level of action similar to that found in sports such
as hockey or basketball. Therefore, it may be that track and field invokes an optimal level
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o f eustress for older spectators and is a more appealing sport. Given that this explanation
is speculative, future research should examine whether age is an influencing factor for
certain types o f sports such as track and field.
Two variables, namely ‘type of tourist’ and income were not found to directly
influence the fan motivation of spectators. Although it is surprising that ‘type of tourist’
was not directly related to fan motivation, as predicted by hypothesis 3b, it was found to
be an influencer through the mediating variable subcultural identification. The lack of a
relationship between income and fan motivation supports hypothesis 3e, and previous
research (Wann, 1995; Wann et al., 1999).
Subcultural identification was found to have a positive relationship with fan
motivation, and supports hypothesis 5. This finding is consistent with Green (2001) who
noted that the entertainment experience of a sporting event often creates an atmosphere
that allows for the celebration of the sport subculture. Further, it is consistent with the
finding that positive social identity has led to positive self-esteem and an increased level
of motivation to continue with an activity (Laverie, 1998). The finding that subcultural
identification influences fan motivation positively is also similar to research that found a
positive relationship between team identification and fan motivation (Trail et al, 2003;
Wann et al., 2001). The implication of this finding is that those who identify with the
track and field subculture are more motivated to attend based on their level of fan
motivation as compared to those who do not identify with the sport subculture.
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CHAPTER VII
CONCLUSION
The present study provides a number of valuable preliminary theoretical and
practical insights into the understanding of sport consumer motives at one-time medium
sized events. The unique aspects of special events dictate that the findings related to the
relationship between demographics, psychographics, subcultural identification and
motivation remain exclusive to these types of events. More specifically, the key findings
that are unique to special events, which warrant future research, include the strong
relationship between identification with the sport subculture and motivation, the presence
of a gender threshold effect, and the influence of a host destination’s sport history and
tradition. Although previous research on identification in a sport context has focused on
team attachment or taken a participant perspective, the present study provides initial
support for the existence of identification with a sport subculture from a spectator
perspective. Given that the present study’s purpose was limited to assessing the presence
of identification with the track and field subculture, future ethnographic research is
needed to provide an understanding of the values, attitudes, and consumption habits of
this sport’s subculture members. Such an understanding would aid marketers in the
appropriate design o f advertising content and event elements.
As the goal of event organizers is to maximize the number of attendees
irrespective of their home location, future research should investigate the merits of
focusing on a market segment consisting of spectators who identify with the sport
subculture. This can be accomplished in part by examining the spending patterns of
members and non-members of a subculture to determine if differences exist that make
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one group more attractive from an economic perspective. From a destination marketer’s
perspective, it may be important to examine the other leisure activities and resulting
spending patterns exhibited by all visitors at the event, with a focus on determining if one
market segment (i.e., subcultural member) is more attractive than others.
The data collected in the current study was obtained through the use of a survey
utilized as part of a larger study. As such, the length of the survey was a limiting factor in
a number of respects. First, the discovery of predictors of subcultural identification,
leisure and fan motivation beyond those utilized was not possible through the use of
closed ended questions. A desirable approach for future researchers would follow that
taken by Funk et al. (2001) in which the use of open-ended questions complimented
closed-ended questions. Such an approach would have been particularly beneficial in
increasing the explained variance of leisure motivation. Second, although an acceptable
response rate was obtained (i.e., 62%) the length of the survey may be a limitation in
terms o f response and completion when used in other sport settings that have more
continuous action (e.g., hockey, basketball) than track and field events. The present
study was also limited in the use of a singular item to measure national pride, and the
individual measure of psychographics. Future research should explore the use of
additional scale items to measure constructs such as national pride and additional
psychographic variables that may increase the explained variance of subcultural
identification, leisure motivation and fan motivation.
The challenge for event and destination marketers is to first determine their
desired market segment and then capitalize on the findings related to each group through
the design of appropriate promotional campaigns and event elements. These marketing
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decisions should be made in accordance with the unique aspects of special events and the
particular sport at hand in order to maximize the number of spectators in attendance.
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APPENDIX A
SURVEY SAMPLE

Spectator Survey: Pan American Junior A thletics C ham pionships
1. h the Pan American Championships the main reason for being in W indsor today?

0 Yes

G No

2. Are yon related to any athlete, coach, official, administrator, and/or journalist at this event? J Yes G No
3. Did you attend the coae h ing~e o n r e r e n c e Y e s

G No

4. How did you hear about rite Championship*? Check all that apply)
‘J Newspaper
G MagaHne
G Other, (specify).

-1; E-mail
TV

Friends/Family
.. Intense:

n Flyer
/'Poster/B anner

r Athletics association
r : Radio

5. Do you live outside o f WlncLor-Bssex County? G Yes G No
Home Country: _ ..............
Home C i t y ..................................... ..............................
6. How-many days will you be attending the Championships? D opening night only
7.

U 1 day

U 2 days

0 3 days

Are yon attending the event alone?
G Yes C No
If no:
How many children (under 18) are with yon?
How many adults (over 18) are with you?

8. Thinking about a I! the things that you did yesterday, approximately how much did you and your immediate travel parry
spend { r e g a r d le s s o f w h o w ar p ity in g me biff) in the Wlndsor-Essex County area for each o f the (oil owing categories. If
y o u a r r iv e d to d a y , p le a s e a n s w e r in te rm s o f to d a y 's e x p e n d itu r e s

Tickets/Admission Fees to Pan Am Championships

U .S.S

or CAD S

or other currency (specify)

Pan Am Event Programs/Merchandise

U.S. s

or CAD $

or other currency {specify)

O ther Retail Shopping (clothes, gifts, souvenirs, ..}

U .S.S

or CAD %

Accommodation

U.S. $

or CAD $

Food and Beverages: Restaurants

U.S. s

or CAD $

or other currency tspecify)

Food and Beverages. Concession Stands in Stadium

u.s.s___

or C ADS

or oilier currency (specify)

Groceries/ other Food and Beverages

U.S. $

or CAD $

or other currency (specify)

Local Transportation (bus, taxi, rimot

U.S. $

or CAD $

or other currency (specify)

or other currency (specify)
___ or other currency (.specify)

Car Renta!

U.S.

s

or CAD $

or other currency (specify)

Parking, gas or repairs

U.S. %

or CAD $

or other currency (specify)

EiHenaifiment/Recreation-'Sighi seeing/Museums

U.S. $

or CAD S

or other currency (specify)

Other. : wwe.\\\) ■

U.N S

o-' CAD S

or other currency (specify"!

The above expenditures were for how many p e o p le ? _______
How many nights are you spending during your visit ? ______
In which town are you staying during your visit?
A J f U f e H If! Windsor
G In Windsor-Essex County (but not Windsor)
□ A t homo
□ A camp site
□ A hotd/m otel
C Outside W iudsnt-Essex County
□ With fnends-mehtttves who live in the area
□ Other, (please specify)
IF YOU U V E IN W INDSOR/-ESSEX COUNTY PROCEED TO QUESTION # 15 O N p. 4. NON-RESIDENTS
G O TO *9 ON THE FO L LO W IN G PAGE.
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9.

Before you left your home, how much time did you spend seeking information about Windsor/-Essex County, foe
Province o f Ontario, and/or Canada, using the following information sources? (Check the appropriate box: 0 0 hrs; 1
up to i hour in total: 2 " ttp to 2 hours in total; 3 ttp to ?- hours or more in iotaS)
O ntario

W indsor -Essex C ounty
0 hrs
Interne*
Travel Guide Book

1 hrs 2 hrs .3 hrs or >

~ D 0 .. " 5 7
j o

C an a d a

0 hrs

1 firs

2 hrs 3 hrs or >

0 hrs

1 hrs 2 hrs

0 3 or >

DO

Q1

□2

0 3 or >

GO

0

D2

D 3 or >

0 3 or >

□0

D1

02

D 3 or >

DO

u

3:2

r 3 or >

Travel Agency

no

0 i

v>

:0 3 or >

Travel Brochures/Videos

3 0

a i

02

D 3 or >

Eriends/Family

DO

□ i

□2

0 3 or >

DO

Other (please specify):

CO

D1

□2

G 3 or >

DO

3 hrs or >

:: o

□ 1

132

0 3 or >

0 0

D

02

■2: 3 or >

o

Ui

□2

□ 3 or

U0

D

02

■ 3 or >

C i

02

U 3 o r>

□0

a

02

0 3 or >

Gi

Q2

D 3 or >

DO

0

□2

0 3 o r>

g

10. Have you previously visited:
WtndsorZ-Essex C o u n t y : Y e s

;; No

Ontario: □ Yes U N o

Canada: it Yes C No

I !. Please check the number o f times you expect to do the activities listed in bold while visiting W indsor-Essex County
(0 - not at all; I I time; 2 =2 times'. 3 : 3 times, >4 ~ 4 or more times); then check ail the specific verities that you
visited or will be visiting,.

(Please check specific
venues/activities)
D ining out

Num ber of times participating in
activities
01

02

03

0 >4

0

0 1

□2

03

□ >4

13 Yes

0 No

0

D1

02

03

0 >4

. ) es

3 No

3 0

□ 1

02

03

0>4

) cs

□ No

3 0

□ 1

02

Q3

0>4

0 Yes

0 No

DO

01

02

03

-0 >4

0 Yes

0 No

no

0 1

02

03

0 >4

0 Y es

0 No

00

Nightlife
Shopping

Did you seek
information prior to
coming to Windsor?
□ Y es
0 No

.

.. Devonshire Mall
LI W indsor Crossing Premium Outlets
III Other, (specify):

M useum s and G alleries
allery o f W indsor
trstburg Museums and Galleries

□ Windsor Woodcarving Museum
□ Other, (specify): .............................. ...
P en nrm in g Arts
s pi al Theatre and Arts Centre

* 1r sler Thearre/Cteary
U^hvi; (specify):

Parks and G ardens
3 Riverfront Ptsrk (Windsor)
3 Ojibway Park (Windsor)
c i*m tPs 'Dopier.: Gardens (Ruthven)
(specify): -

R e m a non
I Golfing
fam ily fu n Centre
: Other. (specifv).
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Did you seek
inform ation p rio r to
com ing to W indsor?

N um ber o f times participating in
activities
Sight Seeing Tours

DO

0 1

02

03

0 >4

0 Yes

0 No

0 0

□ 1

02

03

0 >4

0 Yes

0 No

□ 0

0 i

02

03

0 >4

0 Yes

0 No

D Pride o f W indsor Cruises
□ Canada S o u * Wine lours
1 ■Pelee Tours
0 Other, (specify >'

H istorical sites
0 M ackenzie Hall (W indsor)

C Fort Malden N a t Historic Site (Amh)
U Other. (specify):

Gaming
P Casino Windsor

0 Windsor Raceway/ Race Track Slots
0 Bingo
0 Other, (snecifv):
12. Are you combining your visit to the event with a vacation in:
WiwlsorAE&scx County: C Yes

'•No

Ontario:'.'.'i Yes C" No

Canada: U Yes

No

U.S.: . Yes : : No

If yes to any, please list destination^) and number ofdays you will spend at each.
Destination \

# of days:

Destination 2

U o f days: _

Destination 3

# o f days:

Total amount o f money budgeted for this pan o f your trip (indicate currency. U.S. $, CAD $, or other):

3. Using the following scale, rate how likely it is that you will return to the following in the future.

Not •:!ail
iiitciv

S. vch/U
hUik

l tfccy

Very

i-Yuemely
INcK

Definitely

W indor-fesex County

1

2

3

4

3

6

Province o f Ontario

t

2

3

4

5

6

Canada

1

2

3

4

5

6

it is that you will recommend the following destinations to {fiends and/or family.
Likely
Wry
Dxirerndy Definitely
Not at all
.Somewhat
likely
likely
likely
likdy

. Using fiie following scale, rate how likely

■
Windor-Essex County

1

2

3

4

5

6

Province o f Ontario

1

2

3

4

5

6

Canada

i

2

3

4

5

6
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15. For the follow ing item s, p isase circle the number that most closely represaws how you fee! about each o f the
follow ing statem ents: [N ote: A thletics *=■T rack and Field)

Being an Athletics tan
does not describe me

1

2

3

4

5

6

being an Athletics fan
describes me

Being an Athletics fan
does not affirm my values

1

2

3

4

5

6

Being an Athletics fan
affirms my values

I do not have strong feelings
about Athletics

1

2

3

4

5

6

I have strong feelings
about Athletics

1
!
I

16. Spectators have many reasons for attending the Pan American Junior Athletics Championships,
important each reason is to you, using the following scale:
Strongly
Disagree

Disagree

Slightly
Disagree

Slightly
Agree

Agree

Strongly
Agree

1

•I

3

4

5

b

to build friendships with others

3

4

5

6

to get away from my everyday life

3

4

5

6

O ne o f th e reasons: fo r attending the Pan Am
C ham pionships is:
to satisfy- my curiosity about Athletics

to watch high level Athletics

■>

3

4

5

f,

to expand my knowledge about Windsor-Essex
County, the province o f Ontario, and/or Canada

2

3

4

5

6

2

3

4

5

6

3

4

5

6

3

4

5

6
6

to discover new things about Athletics

i

to discover new things about Windsor-Essex
County, the province o f Ontario, and/or Canada

1

2

to see future stars o f Athletics

2

3

4

<

ro relax physically

2

3

4

5

6

to expand rny knowledge about A lta ic *

■

3

4

5

<i

to meet new and different peopC

3

3

a

5

6

to be a part o f a major Athletics event

2

3

4

5

6

to satisfy m y curiosity about Windsor-Essex
County, the province o f Ontario, and'or Canada

2

3

4

<

6

to relax mentally

2

3

4

5

6

'

to interact with others
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?, U sing th e follow ing scale, rate how m uch you ag ree with each statem ent:

Strongly
Disagree

D isagree

Slightly
D isagree

Slightly
Agree

A gree

Strongly
Agree

2

3

4

5

6

5

6

1 am more o f a fan o f my country than i am o f individual
athletes
There is a eerram nalural beauty to Athletics

2

3

4

Many people think o f use as being a Athletics San

2

3

4

s

6

2

3

4

5

6

.2

3

4

5

6

I like being a part o f the festivities surrounding the Pan
Am Championships

i

The main reason 1 watch Athletics is to cheer for my
favourite athletes
When my country or favourite athlete wins, 1 feel my
status as a ftm is enhanced

1

2

3

4

5

6

Other people think thsit Athletics is important to me

>

2

3

4

5

6

1 like the stimulation 1 get front welching Athletics

2

3

4

5

6

1 enjoy watching Athletics because to m e it is a form o f
art

?.

3

4

5

J feel a sense o f accomplishment when my country or
favourite athlete wins

2

>

4

5

6

2

3

4

5

6

People would be surprised if 1 stopped being art Athletics
fan'

1

I S. Some general information about your self {please check the appropriate box or fill out)
Your Gender?

^F em ale

u Male

The year yon were bom? j.9 ....
Your highest level o f education?
u Elementary School

l Some university or higher education

i"s Some High School

f. University or higher' education graduate

U High School Graduate

l

0 Student

C Horse/care giver

Li Unemployed

L Teadwr/professor

Graduate school (terminal degree- Master o f Arts,
Mast er o f Science, Medical Doctor. Ph. D., Ud.D)

Your Occupation?

C Self-employed fanner, cattle breeder,...

■ C Retired
0 Housewife/man

:T Self-employed tradesman or craftsman

C Unskilled labourer

D Lower level management position

0 Semi-skilled labourer

G Mid level management position

G Skilled labourer

0 Upper level management/senior executive

C Clerical/office Worker

l

Professional (Medical doctor, lawyer, etc.)

.... Other (specifv);
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W hat is your jo b title ?

..............................................

Do you ow n your ow n business?

0 Yes

□ No

A re you a senior executive?

Q Y es

u No

[f yes, is this in :

J

local government

j non-profit sector

□ regional/provincial/state governm ent

j com m ercial/profit sector

□ national governm ent

W hat is y our A nnual H ousehold Incom e? in □ US d o lla rs
:j

or

□ C A D d o lla rs

U nder S 30,000
: S

30.00!)

i 5 100,000- S 124,999
- S49,999

j

S 125.000 - S 149.999

7

$50,000 ■■S 74,999

J

$ 1 50,000- S 174.999

J

$75,000 - $ 99,999

u

$ 175.000 or more

W hat is vour household status?
7 Single without children

M arried/partner without children

7 Single with children

M arried/partner w ith children

T H A N K Y O U V E R Y M U C H FOR Y O U R C O O P E R A T I O N

P L E A S E R E T U R N T H IS Q U E S T IO N N A IR E IN T H E E N V E L O P E

TO TH E R E S E A R C H B O O T H (n e a r th e co n ce ssio n s s ta n d s) O R T O T H E
STUDENT H E L P E R T O O B T A IN Y O U R

FREE GIFT!!!

75

Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.

APPENDIX B
FORMULA CALCULATING INCREMENTAL VARIANCE

(R 2y.l2...kj “ R 2y.l2... k2) / (kl"k2)
F

------------------------------------------------------

=

(1 - R 2y.l2...kj) / (N - k , — 1)

where,
2

R y.i2...kj= squared multiple correlation coefficient for the
regression of Y on ki variables (the larger coefficient, referred to as
the full model)
R y.12... k2 = squared multiple correlation coefficient for the
regression of Y on k2 variables, where k2 = the smaller set of
variables selected from among those of k] (referred to as the
restricted model)
N = sample size
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